By and large, branding literature provides a view of global brands as
This article seeks to consider global brands in spatial terms, regarding them not as things to be read but rather as spaces orienting humans in an immanent way as they navigate in space. It attempts to use some elements of Lefèbvre's tripartite conceptualization of space to analyze generic spaces as lived and embodied experiences, taking Best Western branded hotels as an illustration. After an introduction of Best Western as a generic space, the third section seeks to reformulate generic spaces in terms of embodied spaces. Whereas the fourth section is concerned with Best Western as specific spatial practice, the fifth section is devoted to the representations of space, and the final section to the space of representation.
In discussing global branding strategies, Aaker and Joachimsthaler (1999) suggest that a litmus test of whether a company really understands its brands is whether it incorporates into the brand strategy its brand personality (how the brand would be described if it were a person), its user imagery (how the brand's typical user is perceived), intangibles that are associated with the company (e.g., its perceived innovativeness or reputation for quality), and, finally, symbols that are associated with the brand, such as Virgin's Branson, the Coke bottle, or the Harley eagle (p. 140). A common strategy adopted by corporations tends to associate one's brand with a country or region, for this is meant to lend more credibility to it. For example, Chanel is seen as indelibly French, Swatch watches as Swiss, Beck's beer and Mercedes as German, and so on (Aaker, 1996, p. 82) . Similary, Kapferer (1992) suggests that every brand has its own culture from which it is derived. On this view, culture affects, and is part of, strong brands, where culture is defined as a "system of values, a source of inspiration and brand energy" (p. 39). The main implication here is a high degree of correspondence between the values of the organization and the core identity of the brand.
Brand identity is commonly framed in terms of core identity and an extended identity. Core identity elements, which are organized into more durable patterns of meaning, constitute the associations that are most likely to remain constant as the brand travels to new markets and products (Kapferer, 1992, p. 86) . By contrast, extended identity stands for components that provide texture and completeness and are more likely to change from one context to another. On this view, core and extended identity components of the global brand are meant to convey various aspects of meaning.
That brands are largely viewed as icons of culture and signifying devices can be understood from the predominantly semiotic, metaphorical language used to frame them. Brands are depicted in human-like features, understood in terms of personality and demographic characteristics such as sex, age, and class, and ordered along social dimensions such as sincerity, competence, and excitement (Aaker, 1996, p. 89; Apéria, 2001, p. 74) . For Feldwick (1996) , brand is a rather "primitive kind of god. If we keep its laws and pay regularly the tributes dues (advertising), fortune will smile on usotherwise, disaster" (p. 19). Through developing relationships of friendship with brands (Keller, 1998, p. 97) , humans are able to derive a sense of emotional security to express themselves.
Within this dominant rhetoric, brands are posed to stand for, or signify (denotatively or connotatively), other things than what they signal, because there is no natural resemblance between brands and the qualities and features they are associated with (such as personality, friendship, identity, etc.). Signification in this context operates through metaphorization, or substitution. The plethoric use of signs, symbols, and metaphors to depict brands is an evidence of a cultural bias that favors the idiom of semiotics, representation, and meaning. This emphasis on the discursive dimension can be traced to the 16th century, when signs began to detach themselves from the things they were attached to coextensively, and subsequently triumphing over experienced, lived practices and spaces.
BRANDS AS SPACES
More recently, theorists have begun to think of brands in spatial terms rather than in predominantly semiotic ones. Because many of the globally recognized brands achieve most of their effects not through their reference to any specific, cultural setting, they have come to be viewed as generic spaces (Lash, 2002) . Brands as generic spaces do not refer to any particular place (Casey, 1997 ) or context. For Lash (2002 , generic spaces can be seen as prototypes of natural, physical spaces that are contextless and identity-less. Generic spaces are deterritorialized, disembedded, and lifted out from their context. Once cut loose from the joints of time and space, they take on features that are associated with the logic of flows (such as money, airports, hotels, information, etc.), which turns them into a direction rather than a reference that anchors them into a specific organizational culture or a specific nation. Although understanding brands in spatial terms poses a challenge to the hitherto privileged (structural) semiotic view, it does not provide for the embeddedness of the spatial practices, that is, the specific use of that space, and the lived experiences it provides. Thus, brands as spaces do not appeal to the mental space of consumers, but rather provide them with orientation and direction in a very specific rather than generic way.
The present article is an attempt at treating global brands as generic spaces that are in fact a lived and embodied experience. Brands as generic spaces provide a space that is appropriated to meet the demands of the body's habitus, its natural demands and movements (Bourdieu, 1977) . Examples of generic spaces include airports, shopping malls, branded hotels, and so forth. The idea of brands as generic spaces finds its highest expression in the various corporate practices of marking and protecting the conquered market niches through patents, copyrights, and trademarks, which involve the right to keep everybody else from a certain territory, allowing only a few the exclusive rights to the valorization of those territories (Lash, 2002) . Trademarks on brands seek to literally, not symbolically or metaphorically, prevent unauthorized people from valorizing that property without paying a price (such as franchising fees in the case of hotels and others). The French, German, and Swedish terms for brand are marque, marken, and varumärke, respectively, revealing their common etymological denotation that emphasizes the material, spatial nature and the territoriality of such practices. Cattle are branded by inflicting on them a mark by means of burning their skin to ensure their belonging to a specific ranch, a specific territory. Marking is a modality of creating proprietary spaces and exclusive rights that serve as means of excluding trespassers, intruders, thieves, or marauders.
Globally recognized branded hotels provide high-profile and literal examples of global brands as generic spaces. Generically spaced hotels have of late gained increasing popularity because they cater to the newly emerging needs in spatial practices of globally mobile people. According to observers, branded hotels have slowly outperformed unbranded, independent properties in the United States during the past 20 years, witnessing consumers' preference for branded spaces (Frabotta, 2000) . From this perspective, brand franchising (or brand endorsement, in marketing parlance) could be seen as a device to extend the range and reach of global corporations, to make new spaces and new markets. Global brands enable corporations to extend their services, increasing their efficiency by conducting market advertising campaigns around a single strategy for a single market. Visa's "unvarying world wide acceptance" position, for example, is much easier for the company to manage than dozens of country-specific strategies (Aaker & Joachimsthaler, 1999) .
GENERIC SPACES AS EMBODIED EXPERIENCES
In his classic essay "The Hotel Lobby" (1926/1999) , Kracauer laments the loss of reality and access to reality in a society stained by a consciousness that thinks through this world bereft of reality and dominated by what he calls "autonomous Ratio"-a world that exists only as a concept. The hotel lobby and the house of God, for instance, are spaces where people appear as guests. But whereas the house of God is dedicated to the service of the one whom people have gone there to encounter, the hotel lobby accommodates all who go there to meet no one. It is the setting for those who neither seek nor find the one who is always sought, and who are therefore guests in space as such-a space that encompasses them and has no function other than to encompass them. The impersonal nothing represented by the hotel manager here occupies the position of the unknown one in whose name the church congregation gathers . . . the people dispersed in the hotel lobby accept their host's incognito without question. Lacking any and all relation, they drip down into the vacuum with the same necessity that compels those striving in and for reality to lift themselves out of the nowhere toward their destination. (pp. 290-291) This description of the hotel lobby as an anonymous space that is devoid of any reality echoes Lash's (2002) view of generic spaces and is in contrast to Lefèbvre's (1974 Lefèbvre's ( /1991 contention that spaces are lived and embodied experiences, enabling humans to orient themselves in their world by producing space (Lefèbvre, 1974 (Lefèbvre, /1991 . Orientation in space is primordial because the ability to navigate is prior to the ability to make meaning. However, the fact remains that an already produced space can be decoded and read (Lefèbvre, 1974 (Lefèbvre, /1991 , and may subsequently take on a symbolic meaning. For instance, the human body orients itself in the world by producing space less in terms of the intellectus but more in terms of habitus, where habitus is understood in terms of the habits of the body and of lived spatial practices, of dwelling, inhabiting. The production of space takes place through a unifying process between the components (the perceived, the conceived, and the lived) of the conceptual triad that Lefèbvre develops: spatial practice, representations of space, and spaces of representation (pp. 38-39). Spatial practice is primary because it involves the production, in everyday life, of paths, places, nodes, and boundaries by nonhumans and humans. The body that secretes routes and roots is at a premium (Lash, 2002) . The spatial practice of a society is, according to Lefèbvre (1974 Lefèbvre ( /1991 , revealed through the deciphering of its space. For instance, under neocapitalism, it embodies a close association with the perceived space (where perceived is used in a practical sense), between daily reality (routine) and urban reality (the routes and networks that link up the places set aside for work, private life, and leisure; p. 38). Whereas spatial practices operate in a taken-for-granted and unreflective way, representations of space are conceptualized spaces, the spaces of scientists, planners, urbanists, and social engineers. They are the forms and logic of knowledge, ideology, and conceptual depictions of space that are linked to spatial practices. Representations of space exert a significant influence in the production of space. Finally, spaces of representation constitute space as directly lived through its associated images and symbols-the social imaginary. This aspect is reflective, being at the heart of the fully lived space and involving a disalienated moment of the embodied total person at one with his or her context (Shields, 1999, p. 161) . This is the space of inhabitants and users. This is the space that the imagination seeks to change and appropriate (Lefèbvre, 1974 (Lefèbvre, /1991 .
Best Western as a Generic Space
Best Western was founded in America about 50 years ago by M. K. Guertin. The idea behind the chain was to allow small hoteliers that affiliate themselves with its brand mark and abide by its standards of quality to build joint global marketing and gain access to global booking and purchasing systems. Today, Best Western is the largest hotel chain in the world, grouping around 4,000 hotels worldwide, out of which are 1,300 in Europe and 50 in Sweden. It is not a profit organization, rather a cooperative enterprise where membership fees are reinvested in the organization, as decided by the members themselves. The total cost of a hotel affiliation is around 2.1% of rooms' revenue for Best Western (which is technically not a franchise). The fees usually include a royalty fee for the use of the trade name and service marks, advertising or marketing contribution fees, reservation expenses, and frequent traveler costs. Other fees often include computer software, training programs, global distribution systems, and equipment rentals. The brand Best Western defines the conditions of access and appropriation through the practice of franchising, whereby small hotels are transformed into new generic but more valorized spaces.
Membership requirements include a minimum number of rooms at 100, a certain locational advantage, certain service quality standards, and the adherence to Best Western's golden straitjacket (quality criteria, global quality control systems, brand requirements, and a cooperative disposition). The brand promises efficiency, functionality, and rationalized management procedures. Furthermore, every hotel in Europe that is affiliated with the Best Western brand is to achieve 100% compliance with the branding regulations as outlined in each item section of its manual for each of the following items: primary exterior signage, secondary exterior signage/logo at each hotel guest entrance, roadside/directional signage, courtesy vehicle, membership plaque, telephone answered "Best Western," advertising, three logo items in the public areas, onward reservations plaque, Best Western brochure rack, display the Best Western European Atlas at reception, hotel brochure or rack card, letterheads (and envelopes if the property identity is displayed), business cards, three logo items in the guest rooms, display Best Western National Guide in the guest room, and guest directory.
Best Western as a generic brand captures a territory that is meant to be abstract and devoid of any specific contextual connotations. Furthermore, because of its product attributes (such as functionality and service consistency), it enjoys recognition in many contexts across the world. Most such attributes have to do with the ordering of space and spatial practices. This ordering of space is concerned with providing the customer with a sense of orientation and direction while traveling toward the hotel (through roadside, directional signage), as well as inside the hotel (through signage at the guest entrance, the reception, and the rooms). As a generic space, Best Western can be regarded as a familiar, social space within which the body comfortably moves about. Such comfort comes from an immanent relation to the familiar space. Such encounters between body and space take place in an automatic mode of being, rather than through cognitive processing of meaning and metaphorization. The guest is constantly met with signposts indicating (not signifying) that one is well within the familiar territory of Best Western, imparting to them a sense of order and security. At the reception area, travelers will find an Atlas that helps them orient themselves and make sure that they never feel lost. Racks displaying cards and brochures carrying Best Western logo are also salient features of this environment. The guest rooms feature three logo items, and display a Best Western National Guide. Business cards, letterheads, and envelopes are artifacts that are reminders that the guest is well within the Best Western territory.
In discussing the disadvantages of being affiliated to Best Western, hotel managers expressed some concern about the fact that Best Western brand recognition in Sweden is not as strong as in America. Therefore, they find it necessary to emphasize their own local brand whenever they think suitable. In Sweden, the brand Best Western evokes images of the American Wild West, which in some cases may have some negative connotations. Rather than taking the risk of fully embracing a new and unproven brand, hotel managers have opted for managing two brands: their local brand, which is directed toward their customary clients; and Best Western, which is geared toward an international clientele. "The role of Best Western brand is to vouch for efficiency and service quality internationally, whereas the local brand stands for the social dimension with customers one knows more personally," says a hotel manger. Hotel managers are hard put to manage the two brands. "It would not be appropriate, for instance, to emphasize Best Western brand when hosting local events, such as a trade union meeting, for which Best Western brand does not mean anything. For customers are already loyal to the local brand," adds another hotelier. In general, the majority of informants find it difficult to achieve 100% compliance with Best Western's manual or straightjacket (Friedman, 2000) and to abide by the Best Western dictates to the letter, pointing out things such as the use of Best Western's one-time soap instead of the more environmentally friendly liquid soap.
Generic Spaces as Embodied Spaces
According to Lash (2002) , generic spaces are not hostage to any specific contextual feature or culture of a particular society. Their temporality is atemporality, timelessness. Lash (2002) sees generic spaces as "lifted-out" and disembedded; they "take on increasingly less and less the characteristic of any particular place, and can be any place or indeed no place" (Koolhaas et al., 1997 , cited in Lash, 2002 . They are characterized not so much by multiple identities but by an absence of identity, constituting a context with no context, whose difference is indifference (Augé, 1995 , cited in Lash, 2002 . Indeed, the color of the towels and the soap and the ordering of space are similar to all other Best Western hotels across the world. Branded spaces of department stores are interchangeable: one McDonald's is interchangeable with another; one Benetton with another. What is specific in them is eroded by the logic of global flows.
Best Western is a generic space insofar as it is transitory; it is a vector emphasizing speed, mobility, and circulation. It thrives on navigation and circulation at ever higher speeds. Best Western's courtesy vehicle is a means of vectorization and circulation, which are in conformity with the logic of flows. Its function is to precipitate movement and flux. In this particular case, it seeks to speed up the customer's check-in and check-out times. As the lapse of time separating arrivals and departures is increasingly reduced, the two moments will at a certain point take place simultaneously and immediately. When "immediacy is the order of the day," says Lash (2002) , there is no past that provides meaning to the present, nor prospects that foreground a future. On this view, Best Western hotels are meant to function more like routes that are to be rapidly traversed rather than places to be lived.
Whereas brand theorists, as noted at the outset of this article, emphasize the anchoring of brands in corporate or national culture and identity, the conception of culture underlying generic spaces is no culture or, as referred to by Castells (1996) , as virtual culture. Virtual culture is not based on historicity and locality, and is not a unifying system of beliefs and values. Rather, it involves a host of lifestyles and ways of designing spatial forms aimed at unifying the symbolic environment of the elite around the world, thereby superseding the historical specificity of any one locale. It is geared toward constructing "a (relatively) secluded space across the world along the connecting lines of the space of flows" (Castells, 1996, pp. 417-418) . This space ensures that travelers never feel lost no matter where they happen to be, and that they belong to a community defined by mobility. Such shared spaces do not rally people on the basis of a common identity or a historical moment but on the basis of a membership to the international economy across a global cultural spectrum (Castells, 1996, pp. 417-418) . Because the culture underlying them is virtual, generic brands are seen as acontextual, alocal, and ahistorical.
Spatial Practices
Generic spaces are specific embedded spaces; being embedded in a culture that is historically and contextually constituted, they are lived spaces. Spatial practice presupposes the use of the body, the hands, the sensory organs, and the gestures of work as well as activities unrelated to work (Lefèbvre, 1974 (Lefèbvre, /1991 . Spatial practice involves the realm of the perceived, the practical basis of the perception of the outside world (Lefèbvre, 1974 (Lefèbvre, /1991 . As for the representations of the body, they are based on accumulated scientific knowledge from different areas. Finally, bodily lived experiences may be highly complex and quite peculiar, drawing on culture, imageries, and symbolisms of different societies. Lefèbvre (1974 Lefèbvre ( /1991 ) makes a distinction among the perceived, the conceived, and lived, where, for instance, the "heart" as lived is strangely different from the heart as perceived and thought. Lefèbvre (p. 42) emphasizes the point that these moments that constitute space should be regarded as a unity that is always changing. Each society organizes its spatial practices (the use of space), its ways of conceptualizing space, and its cultural imaginaries and symbolisms (bedroom, dwelling, church, graveyard, etc.) in a specific way. Space of representation, or the lived space, "embraces the loci of passion, action and of lived situations, and thus immediately implies time" (p. 42).
Best Western, as a generic space, provides spatial practices in which the body navigates and gains orientation. The arrangement of objects in such a space is not meant to be read as codes, but as signals providing direction and ease of physical movement. Spatial practices do not represent; instead, they present, mark, or indexically point to and direct the body. They are encountered in a habitus-like manner, to a large extent unconsciously and preconsciously, rather than in a reflective mode, as is the case with signs and representations. Whereas we encounter representations as a receptive audience, as spectators, as viewers, we encounter brands as generic spaces as users, as occupants of a space, as performers. They are viewable not through the concentrated gaze but through the glance, under conditions of distraction (Lash, 2002, p. 69 ). They are not expressive but more event-like, combining ephemerity and immediacy: There is no need to reflect on the part of the viewer or the user. Best Western spaces provide a physical sense of direction for the body in performing its spatial practices.
In terms of Peirce's (1931 Peirce's ( -1958 tripartite modes of signification-symbolic, iconic, and indexical-the mode of signification of generic brands is indexicality and contextuality. Symbolic signification presumes an arbitrary relation between words and what they refer to; iconic signification is based on some (natural) resemblance between words and their reference; indexical signification, however, implies a more motivated form of representation, because indications point to their objects coextensively in the same spatial domain. Indexicality involves a mode of signification in which the relationship between brands and their referents is one of proximity, immediacy, tactility, and contextuality. Indexicality as mode of signification is least mediated, because it is achieved through indicating and signaling, thereby requiring a connection between a seeing, hearing, and sensing body and its context. From this perspective, brands can be seen as indicators, navigational tools in space. But are they still generic spaces?
What is noticeable in the Best Western space is the centrality of the presence and the specific arrangement of objects in it. Objects indicating that guests are well within Best Western space are plethoric, as mentioned above. All such objects are designed to make sure that the body is always under the impression that it is in control of its bearings, moving smoothly in a familiar setting that is readily recognizable and navigable more by the body than by the mind.
Peirce's tripartite division of signs finds its parallel in Derrida's (1976) phonic, visual, and tactile. The phonic is comparable to the symbolic in that it is predominantly based on mediation. The visual, like the iconic, is less based on mediation; however, tactile (indexical) is the least mediated, most immediate, and material. Its effect is not discursive, operating through language or signs, but through direct, environmental impact. Brands provide spatial objects because they have to appear and disappear somewhere. In mainstream literature, signs (or brands) are considered to operate independently of their background context, the space in which they appear, or the media in which they are inscribed or carried. There was an abstraction from the medium or the container of the sign. However, one can think of instances where signs and their media, which mediate them, are con/fused. For signs can only appear and disappear in a certain space. In the case of marks, or brands, the sign (such as that of the Best Western) and the space in which it appears (the different areas in which it appearsthe posters, street signs, lounge, and so forth-are fused and cannot be separated. They are placed somewhere in space.
Signs are intrinsically bounded up with the space they indicate, delineate, and mark as a territory. They operate as signals, appealing immediately and unmediatedly to the senses, seeking to orient the body as it moves and circulates in space. Spatial practices-including the objects spatialized in it-are cultural artifacts that constitute a host of architectonic objects in which "bodies navigate through a sort of object space" (Lash, 2002) . The architectonic layout and the colors appeal to the senses and the body unmediatedly and indexically, bringing together and engaging objects and subjects in an immediate here and now-a situated event. The relationship between objects and subjects is not representational, assuming a subsumption of the former category under the latter, but rather a situated experience, a state of being thrown into the world. Given the familiarity of generic spaces, the body orients itself unreflectively. Mediating signs do not mediate for guests between material things and their meaning, but these directly impact unmediatedly on the body through tactility.
Best Western provides the body with direction while traveling toward the hotel (through roadside, directional signage), as well as inside the hotel (through signage at the guest entrance, the reception, and the rooms). As spatial practice, Best Western can be regarded as a familiar, social space within which the body comfortably moves about. Such comfort comes from an immanent relation to the familiar space. Rather than disembodied and acontextual, Best Western is a localized, specific, and embodied practice taking place in a particular space and at a particular time.
Representations of Space
The design of spatial practice is usually informed by the representation of space (the conceived). However, it may happen that such spatial practice is not in tune with a representation, the set of knowledge base, and ideology that subtend spatial practice (Lefèbvre, 1974 (Lefèbvre, /1991 . For knowledge or an ideology to endure and persist, it requires a space into which it inscribes itself. What would remain of the Church if there are no churches (Lefèbvre, 1974 (Lefèbvre, /1991 ? Just as representations of space vary from time to time, representation of space may differ from culture to culture and from country to country, as the Best Western case reveals.
Best Western as a generic space would suggest that the representations, the conceptions underlying it, are constant across places and countries. However, at a second look, we notice that representations are disputed matters between Best Western and local hoteliers. Local hoteliers' conception of Best Western is not on par with that of Best Western. Whereas the knowledge base Best Western draws on in producing its space pertains to abstract aspects of managerial efficiency, consistency, and functionality, that of the local hoteliers is combined with an ideological dimension expressing concerns for environmental issues, such as the use of the liquid soap. The representations of inhabitants and users of Best Western space redesign the spaces that are meant to be generic to adopt them to their own representations. Thus, their representation of space affects their spatial practice by manipulating material objects and by not following Best Western's version of how spaces are to be arranged. In fact, hoteliers have not hesitated to modify the spatial practice in ways that are thought suitable for local, typical events and practices. Hoteliers wish they had more freedom in deciding what brand features (how to arrange space) to emphasize and when. In this regard, hoteliers point out that there is no need to emphasize (the logo of) the generic space of Best Western in connection with spatial practice of the local guest for fear of creating a space that is unfamiliar and alien to the habits and bodily disposition of the local guest.
Although abstract, representations of space play a significant and concrete role in social and political practice, modifying spatial textures and affecting the relationships established between objects and people and between people. Generic spaces do not provide disembodied experiences, as suggested by Lash (2002) and others. Rather, they are embodied, being attendant on the specific representations of space of users and inhabitants of such spaces. Generic spaces are lived spaces.
Spaces of Representations
As mentioned above, Lefèbvre's (1974 Lefèbvre's ( /1991 spaces of representation refer to the space as directly lived through its associated images and symbols (such as childhood memories, dreams, images, etc.). It overlays physical space, turning its objects into symbols-tending to become more or less systems of nonverbal symbols and signs (Lefèbvre, 1974 (Lefèbvre, /1991 . Because they are related to the imaginary and symbolic realms, they emanate from history-the history of a people as well as the history of each individual belonging to that people. For Lefèbvre (1974 Lefèbvre ( /1991 , a representational space is alive: It speaks, embracing the loci of passion, action, and lived experience. This requires consideration of the history in a new light-not only a history of space but also a history of all the three types of space-the perceived, the conceived, and the lived-and their interrelationships.
To illustrate the relationship among the three spaces, William Harvey's (1628) work, De Motu Cordis, as described by Sennett (1994) , will serve as an example. Prior to Harvey's work, people thought that blood flowed through the body because of its heat. Harvey's work challenged that idea, arguing that the heart pumps blood through the arteries of the body and receives blood to be pumped from veins. Harvey believed that it is circulation that heats the blood, in contrast to the ancient idea that supposed heat in the blood is the cause of circulation. Harvey assumed that such circulation occurs mechanically; the body, and also the heart, is depicted as a great machine pumping life. This marks a shift from a view of the heart as an organ of compassion to regarding it as a pumping machine. The metaphor of a pumping machine and the circulation of the blood implied a secular understanding of the body, which began to place more and more responsibility on individuals for the health of their bodies because they were no longer considered the gift of God. The new perceptions of the body and the salience of the circulation of the blood and respiration influenced the 18th-century Enlightened planners in building the city. Accordingly, planners sought to make city spaces supportive of the free movement of people, very much in the image of the human body. Enlightened city planners took concerted effort to design cities like a healthy body, featuring freely flowing circulation of people and coaches on the streets of cities. Traffic systems are modeled on the blood system of the body. This new representation has led to new spatial practices, leading to the abandon of Baroque styles to more functionalist designs favoring movement for the sake of movement.
Spatial practice in the Middle Ages involved constructions with stones; urban improvements were measured by the amount of stone in the city. Stonewalls involved the erection of boundaries and frontiers, dividing homes from streets, cities from noncities, nations from other nations. However, with the change in representation of space coincidental on Harvey's work, walls had begun to become permeable to allow for the newly emerging needs for freely circulating bodies. This marked the transformation of urban streets into economic spaces and business districts (see Sennett, 1994) . The collapse of the stonewall that determined the space of the city and protected it from invaders gave way to highways and speedways that facilitated free circulation, movement, and mobility. The new conception of the heart as a pumping machine will set its stamp on the image of the West-an image of freely circulating healthy bodies.
As noted above, spaces of representation are somehow related to the cultural context from which they spring. They are more or less culturally bound and relative to various parts of the world. To come back to the case of Best Western, one may say that Best Western, originally an index of the spatial practice that is appropriate to the American Wild West at a particular point in history, has been lifted up to become a symbol of a certain lifestyle fairly specific to an American context. No wonder that such a space of representation does not go down easily with a Swedish context that is dominated by other symbols-images of the tough Nordic Vikings. Because as spaces of representation, Best Western gives rise to spatial practices that are alien to those prevailing in Sweden, Best Western as a symbol is deliberately toned down by most hoteliers-often at the risk of facing infringement liabilities-and accentuating their spaces of representation drawing on Nordic images and symbols. Such spaces are modified, manipulated, and made to fit more specifically the local hoteliers' spatial practices and their representations of space.
Concluding Remarks
The aim of this article has been to point out an unacknowledged side of global branding, namely their spatiality. Instead of treating them in semiotic terms, as signs to be read, they are seen as spaces-that are perceived, conceived, and lived rather than disembodied generic spaces. Brands as space direct our attention to the spatial practices and ordering of objects in space and to their relation to the human body. Objects, rather than signs, help bodies find their bearings in the world, gain a sense of orientation, and navigate in their familiar spaces-spaces that they readily recognize. In this context, questions of orientation become more salient and more primary than questions of meaning. Drawing on Lefèbvre's (1974 Lefèbvre's ( /1991 conceptualization, it has been argued that what has been largely regarded as disembodied, generic spaces by theorists can in fact be regarded as embodied, lived experiences. Using Best Western as a generic space, this article shows that an analysis of the spatial practices, the representations of space, and the spaces of representation coalesce into a view of Best Western as a unifying lived experience, embodied and specific, rather than generic. Global capitalism's success or survival is dependent on its ability to disembody and eliminate contextual variances, the aim being to produce generic spaces that promise global currency, recognition, and functionality. Embodiment and context-specificity would narrow its range of application, militate against consistency, and incur extra costs. Conceived of as generic spaces, which are liberated from their contextual, cultural settings, and spatio-temporal coordinates, global brands are meant to be easily transportable and readily removable from one place to another. However, paradoxically enough, any attempt at creating detemporalized and deterritorialized generic spaces implies, somewhat along the lines of Harvey (1992) , the creation of lived spaces, for spaces are not only places where events and practices take place, but they make a place for those events and practices to happen (Casey, 1997, p. 312; Derrida, 1967) . Best Western in Sweden provides a set of events and spatial practices that are specific to the Swedish context. The spatial arrangement and choice of objects are made to befit the orientation of the body as locally embodied, by indicating (indexically) rather than signifying via transcendental, near-universal signs. In such a context, body and object fuse in an immanent way, forming a subject-object, context-subject whole, an embodied, lived experience.
The view of brands as generic spaces that are lived and specific experiences is at odds with the dominant understanding according to which brands are to be associated with an identity and anchored into a cultural setting. The conceptualization of the role culture plays in branding strategy, as described in the brand literature (Aaker, 1996, p. 86; Kapferer, 1992, p. 39) , provides a limited understanding of the complexity of global brands. Lefèbvre's (1974 Lefèbvre's ( /1991 framework not only enriches the cultural dimension, but most of all gives primacy to spatial practices, and only then highlights their relation to knowledge and ideology (and even power and politics that, for reasons of space, have been left from consideration in this article). For Lefèbvre, the realm of representation and of symbol causes no danger and poses no threat to life as long as it is secondary to spatial practices.
